ABSTRACT
Introduction
The development of cellular mobile service was initially offered with analogue technology in the first generation which was replaced by digital ones in the second generation and now the third generation deploys significant improvement with greatly improved performance and capabilities, particularly for data services. Third generation (3G) mobile communication technology is characterized by increased bandwidth, reinforced speed and efficiency of data transmission. The first commercial use of 3G service in Nepal began in 2007 from Nepal Telecom as the first operator to launch it; later the service was also launched by another operator NCell in 2010. From then onwards the utilization of 3G mobile internet in Nepal began to grow rapidly. It is therefore extremely worthy to understand the interplay of factors involved in the adoption of 3G mobile services, especially when the service utilization is exponentially growing and the market opportunity is significant.
The major research question about the validity of technology acceptance model in Kathmandu valley is successfully fulfilled by the research objective to determine the influencing factors for the use of 3G mobile internet service and thus examine the interrelationship among the factors to validate the cognitive process.
The study is limited to users of Kathmandu Valley only and thus the results are limited to specific geographical boundaries. Within this geographic limitation, the findings show social influence has significant influence on perceived ease of use while it has no significant influence on perceived usefulness. Price perception, on the other hand, influences the perceived usefulness. Similarly, perceived usefulness and perceived ease of use influence the attitude of use which finally influences the behavioral intention. Along with this, social influence is also found to be the extended factors that can influence the attitude of the users which in turn affects the behavioral intention. Demographic variables, however in this study, have shown no significant influence on the behavioral intentions.
Review of Literatures
The study of influencing factors for the acceptance or rejection of technology has been matter of interest for researchers for many years. In this context, Technology Acceptance Model (TAM) was first developed by Davis (1989) taking into consideration two factors: perceived usefulness and perceived ease of use. The model was based on Theory of Reasoned Action (TRA) purposed by Ajzen & Fishbien (1980) which included behavioral intention, attitude and subjective norms as guiding variables. Behavioral intention is defined here as the strength of one's intention to perform a specific behavior which is a combination of attitude towards performing the behavior and the subjective norm. Later, perceived behavior control was included by Ajzen (1991) in his Theory of Planned Behavior (TPB) which measured the degree to which person feels capable and confident in their ability to execute the desired behavior. Malhotra & Galletta (1999) have explained TAM with extension of social influence which affects the individual resulting in their internalization, identification and compliance with induced behavior. The social influence here is termed as psychosocial attachment. The first extension to TAM purposed by Vishwanath & Davis (2000) has extended with similar variable with inclusion of social influence and cognitive instrumental process. The social influence is measured with factors like experience, voluntariness, subjective norms and image while the cognitive instrumental process is measured with job relevance, output quality and result demonstrability. Similar unification of various models can be seen in Unified Theory of Acceptance and Use of Technology (UTAUT) by Vishwanath et al. (2003) , which used up to eight prominent models.
The other study by Kaaisen (2005) has extended the model with the variables perceived values of service, perceived ease of use, trust and perceived ease of adoption. Pungthong & Malisawan (2005) have explained the person would be more motivated to do or repeat activities of utilizing 3G services that are more enjoyable. The study with perceived enjoyment and use context is further presented in different way by Liu & Li (2010) where the variable are tested in five different stages of innovation adoption namely: innovators, early adaptors, early majority, late majority and laggards. The result shows perceived enjoyment turned out to be more significant predictor of mobile internet use across all innovation stages while use context is only significant in first two stages while compatibility and complexity have more effect on the later stages.
Jongepier (2011) and Kumar & Sikri (2013) have termed the variable perceived entertainment which influenced the behavioral intention for use of technology. The former study has, however, found that the social pressure does not directly influence behavioral intention but has indirect influence through perceived usefulness and perceived ease of use.
The other study in 3G adoption by Agrawal et al (2007) , Abu (2010) , Singh & -Singh(2010) , Dawadi & Shrestha (2013) , Kumar & Sikri (2013) and Garg & Garg(2013) have included price convenience and cost of adaption influences the attitude towards use. Price convenience and service quality are all significant predictors of perceived value and the perceived value has strong relationship with purchase intention. The study also depicts GDP, competition policies and technological innovation also plays as moderating variables while taking price perception as the influencing variable.
Similar study on 3G adoptions considering the demographic variable can be seen in the research paper of Pan (2011 ), Chong et al (2012 and Mardikayn, Besireyo & Uzmaya(2012) which have found the gender has no influence on the behavior intention to use.
The utilization of 3G mobile service is, however, seen to have less penetration in various studies of Kuo & Yen (2009 ), Suki (2012 and Mahfuz & Latif (2013) . The study has emphasized the consumer usage rate of current 3G service remained to be low. The reason outlined in case of Bangladesh for poor utilization was the insufficiency of service providers since at first only one telecom operator was permitted to provide 3G service. Susilo & Dahesihsori (2011) research has outlined the similar outcome from their independent study through which they explain although the original TAM was developed in reference to the western society, the model is consistent in Asian society as well. Phuong, Van & An(2015) in addition recommend 3G providers should provide more interesting and entertaining contents in their 3G applications and services which charge appropriate fees and must be easy to use for customers which is the ingredient for behavioral intention to use. The review of various literature shows that TAM has proven to be the most popular and successful model in determining the acceptance of users towards any information technology system. Some literatures have also extended the TAM model by adding new variables to study the factor influencing the behavioral intention which are statically tested to verify the result. The literatures published by the authors regarding study with TAM as a guiding principle for 3G mobile service acceptance are valid for the locations they surveyed from. It would not be correct that the proven models are always true and can be significantly applied for different locations and country. Some variations may exist and the dominating factors can vary from locations to locations. The study with extended model including social influence and price perception variables are not been yet studied in case of Kathmandu Valley. Thus, this study intends to fulfill this research gap that whether the factors chosen in the model of this study are significant in case of Kathmandu Valley as well. 3. The Methodology 3.1 Theoretical framework The technology acceptance model (TAM) was first purposed by Davis (1989) with perceived usefulness and perceived ease of use as the two factors that determine user's acceptance or rejection of information technology. The model was based on the theory of reasoned action (TRA) proposed by Ajzen & Fishbien's (1980) . Ever since TAM model became increasingly popular among the researchers and extended versions of the original TAM model were being developed with inclusions of concepts from other researches like Theory of Planned Behavior (TPB) by Ajzen (1991) , Unified Theory of Acceptance and Use of Technology (UTAUT) by Vishwanath et al. (2003) and other. In overall, the model is used in management science to understand the systematic technology acceptance processes and factors involved for behavioral intention of users to accept it.
The conceptual framework of the study is formulated by the idea of Garg and Garg (2013) . The model applied six variables namely perceived usefulness (PU), perceived ease of use (PEOU), attitude to use (ATU), behavioral intention (BI), social influence (SI), price perception (PP) and a moderating demographic variable (DV) which includes age, gender and income level. Perceived usefulness in this study is the extent people believe it will help them perform their task better. Perceived ease of use is defined as the degree to which person believes that using particular system would be free from effort. Attitude to use is the perception of user towards technology. Behavioral intention is a measure of likelihood that person will adopt the technology. And the extended variables social influence and price perception are the influences generated from the social circles and the cost of services respectively. Theoretically, the factors not just independently influence the behavioral intentions but are interrelated and have both direct and indirect influence as presented in conceptual framework shown in Figure 1 . The measurement of the variable is done through questionnaire survey which consists of five point likert scale response. The basic design for the variable measurement purpose is presented in Table 1 . The estimated null hypothesis in the conceptual framework is stated with the statements as presented in Table 2 . There is no significant relationship of social influence (SI) on the perceived ease of use (PEOU).
HO 2
There is no significant relationship of social influence (SI) on the perceived usefulness (PU).
HO 3
There is no significant relationship of social influence (SI) on the attitude to use (ATU).
HO 4
There is no significant relationship of price perception (PP) on the perceived usefulness (PU).
HO 5
There is no significant relationship between perceived usefulness (PU) and attitude to use (ATU).
HO 6
There is no significant relationship between perceived ease of use (PEOU) and attitude to use (ATU).
HO 7
There is no significant relationship between perceived ease of use (PEOU) and Behavioral Intention (BI).
HO 8
There is no significant relationship between attitude to use (ATU) and Behavioral Intention (BI).
HO 9
There is no significant relationship between perceived usefulness (PU) and Behavioral Intention (BI).
HO 10a
There is no significant relationship between demographic variable -age (DV1) and Behavioral Intention (BI).
HO 10b
There is no significant relationship between demographic variable -gender (DV2) and Behavioral Intention (BI).
HO 10c
There is no significant relationship between demographic variable -income level (DV3) and Behavioral Intention (BI).
The data
The primary data for this study is collected from a cross sectional study with the information gathered from respondents through a structured questionnaire. The research is a quantitative study in which hypotheses testing are done to evaluate relationship between different variables in the model. The population for this research is the people of Kathmandu valley who have subscribed 3G mobile services. The data collection is done with structured questionnaire from 200 sample respondent among which 180 valid responses are used in the study. The samples are chosen based on non-probability sampling technique using convenient sampling methods. The final results drawn from descriptive and inferential analysis conclude the theoretical model applicability for Kathmandu Valley mobile service users.
Reliability and validity of the data
The Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy is used to confirm the appropriateness of proceeding with the analysis to reduce the number of items and indentify the dimensions of latent variables. The key rule used here is to drop the variables which has factor loading of 0.5 or less. Since all of the variables have resulted factor loading above 0.5, all of them are preserved. KMO measure of sampling adequacy have resulted the value of 0.807 with p-value = 0.000, which represent the reliability of the analysis. The reliability of scale indicates that the study is free from random error. Internal consistency is measured in this research using Cronbach's coefficient alpha. The statistic provides an indication of the average correlation among all of the items that make up the scale. Its value ranges from 0 to 1 with higher values indicating greater reliability. Table 4 indicates the result of analysis of the Cronbach's Aplha scale for factors: PU, PEOU, ATU, BI, SI and PP are more than 0.7. This indicates that the survey questionnaire responses are reliable to make the analysis.
Data analysis methods
The data analysis of the primary information collected from the questionnaire is done with statistical software SPSS and Ms. Excel. The data analysis portion for this research is divided into two parts. The first one is the descriptive analysis and the other is inferential analysis.
The descriptive analysis is the findings from the research presented in a readable format with tables, charts and its conclusions. The descriptive analysis for this research is done in two distinct parts for simplicity. It is done through demographic profile of respondents and their experience with 3G mobile service. The findings consist frequency, percentage, mean and standard deviation.
The inferential analysis is the presentation of relation among various variables and testing it against the purposed hypothesis to verify if the sample data can be used to infer about the population. Hypothesis stated for the conceptual model is tested with appropriate tools and is interpreted in this section.
Results and Descriptions
The result obtained from the study is mentioned under two segments: descriptive statistical analysis where the statistical data is presented and the inferential analysis where the test of hypothesis and their significance to the statement is presented.
Descriptive statistical analysis
Among the 200 questionnaires submitted, 180 responses were valid. The demographic profile of the 180 respondents is summarized in Table 5 . The demographic profile of respondents is taken based on gender, age group, education level, occupation and average income. Among which gender, age group and income level are taken for the study as the influential factor for acceptance of 3G mobile internet service. The user experience of 3G mobile utilization analysis reveals 88% of the sample utilize 3G mobile service while 12% don't utilize it. In addition to this, when the respondents are asked for the reasons for using mobile internet service with multiple choice question, the research identifies 76.6% i.e. 138 used for socializing, 72.2% i.e. 130 used for entertainment, 70% i.e. 120 used for education/study, 51.7% i.e. 93 used for work and 13.9% i.e. 25 used for shopping.
Among the two major telecom operators in the country, 68% of the respondents use Nepal Telecom mobile service while 32% of the respondents use NCell mobile service with 53.9% subscribing the same operator for more than 3 years. However, low 3G service utilization is observed as almost 57.2% users spend less than 30 minutes per day using the service, almost 70% spend only less than 1 GB per month and among 68.9% surveyed show willingness to spend is less than NRs 500 (USD 4.69 2 ) per month on 3G internet service which is relatively low in comparison to that from internet service providers.
On the contrary, Table 6 shows the reasons that bar users for not utilizing the 3G mobile services. The results show 79.4% users complaining the excessive usage fee is the major reasons that bars them on utilizing 3G mobile internet. Beside the mentioned reasons the other reasons for not utilizing 3G mobile services include the speed and sluggishness of 3G internet, quick drainage of mobile battery and presence of alternative medium to access the internet via Wi-Fi. 
Correlation analysis
Correlation is a term that refers to the strength of a relationship between two variables. The test is done to determine whether the linear relationship in the sample data effectively models the relationship in the population. Table 7 depicts the correlation analysis done for hypothesis testing. 
(2-tailed) * Correlation is significant at the 0.05 level (2-tailed). ** Correlation is significant at the 0.01 level (2-tailed).
The following results can be drawn to the stated hypothesis by observing Table 7 HO 1 : There is no significant relationship of social influence (SI) on the perceived ease of use (PEOU).
Since the p-value = 0.006 < level of significance ( ) = 0.05, so we reject the null hypothesis. Thus there is a significant relationship between social influence and perceived ease of use.
HO 2 : There is no significant relationship of social influence (SI) on the perceived usefulness (PU).
Since the p-value = 0.38 > level of significance ( ) = 0.05, so we accept the null hypothesis. Thus there is a no significant relationship between social influence and perceived usefulness.
HO 3 : There is no significant relationship of social influence (SI) on the attitude to use (ATU).
Since the p-value = 0.035 < level of significance ( ) = 0.05, so we reject the null hypothesis. Thus there is a significant relationship between social influence and attitude to use. HO 4 : There is no significant relationship of price perception (PP) on the perceived usefulness (PU).
Since the p-value = 0 < level of significance ( ) = 0.05, so we reject the null hypothesis. Thus there is a significant relationship between price perception and perceived usefulness.
HO 5 : There is no significant relationship between perceived usefulness (PU) and attitude to use (ATU).
Since the p-value = 0 < level of significance ( ) = 0.05, so we reject the null hypothesis. Thus there is a significant relationship between perceived usefulness and attitude to use.
HO 6 : There is no significant relationship between perceived ease of use (PEOU) and attitude to use (ATU).
Since the p-value = 0 < level of significance ( ) = 0.05, so we reject the null hypothesis. Thus there is a significant relationship between perceived ease of use and attitude to use.
HO 7 : There is no significant relationship between perceived ease of use (PEOU) and Behavioral Intention (BI).
Since the p-value = 0 < level of significance ( ) = 0.05, so we reject the null hypothesis. Thus there is a significant relationship between perceived ease of use and behavioral intention.
HO 8 : There is no significant relationship between attitude to use (ATU) and Behavioral Intention (BI).
Since the p-value = 0 < level of significance ( ) = 0.05, so we reject the null hypothesis. Thus there is a significant relationship between attitude to use and behavioral intention.
HO 9 : There is no significant relationship between perceived usefulness (PU) and Behavioral Intention (BI).
Since the p-value = 0 < level of significance ( ) = 0.05, so we reject the null hypothesis. Thus there is a significant relationship between perceived usefulness and behavioral intention.
Analysis of variance
The one way analysis of variance (ANOVA) is used to determine whether there are any statistically significant differences between the means of three or more independent groups and it thus tests the null hypothesis if the samples drawn from population with the same mean value. The test is being done for age group and BI as shown in Table 8 and between income level and BI as shown in Table 9 . From Table 8 , one way ANOVA test between age group and behavioral intention shows the F-value is 0.094 and p-value = 0.963 > level of significance ( ) = 0.05, so we accept the null hypothesis (HO 10a ). Thus there is no significant relationship between age group (DV1) and behavioral intention (BI).
Similarly from Table 9 , one way ANOVA test between income level and behavioral intention shows the F-value is 0.531 and p-value = 0.713 > level of significance ( ) = 0.05, so we accept the null hypothesis (HO 10c ). Thus there is no significant relationship between income level and behavioral intention.
Independent sample t-test analysis
The independent sample t-test compares the means of two independent groups in order to determine whether there is statistical evidence that the associated population means are significantly different. From Table 10 , independent sample t-value between gender and behavioral intention with equal variances not assumed is -0.329 and p-value = 0.742 > level of significance ( ) = 0.05, so we accept the null hypothesis (HO 10b ). Thus there is no significant relationship between gender (DV2) and behavioral intention (BI). Table 11 summarizes the result of hypothesis derived from inferential analysis 
Concluding Remarks
The model has taken six variables interrelated as in the conceptual framework of extended TAM ultimately leading to acceptance or rejection of 3G mobile service. The primary conclusion drawn from the findings is that social influence, price perception, perceived ease of use, perceived usefulness and attitude to use are the factors that influence the behavioral intention to use 3G mobile service which finally determines the acceptance or rejection of the service. The research also finds the interrelationship between the determinants as well. The significant relationship between social influence and perceived ease of use justifies that Kathmandu Valley mobile users tend to believe the use of technology is easier when they observe their social circles utilize them more often. However indifferent view for perceived usefulness in terms of social influence states that the way the people use 3G differs from people to people so usefulness of utilization cannot be drawn from social influence as drawn for perceived ease of use. Also, perceived usefulness and price perception are positively related which signify if mobile operator reduces their price, people are likely to perceive utilization of 3G mobile internet is useful.
Perceived usefulness and perceived ease of use influence the attitude of use, which finally triggers the behavioral intention to use, which is consistent with the stated theory of the acceptance model. This signifies that the positive attitude towards use of 3G service is developed when the service is useful as well as user friendly. Along with this, social influence and price perception are also found to be the extended factors that can influence the attitude of the users, which in turn affects the behavioral intention. Demographic variables, however in this study, have shown no significant influence on the behavioral intentions. Age, gender and income level, which are taken as the demographic variable, are proven to be indifferent in this study.
The cognitive process for acceptance of 3G mobile services in Kathmandu Valley follows the conceptual model, which draws the primary fact that the service must be useful as well as easy to understand. Thus, mobile service providers must develop ease of use with easy device settings configuration and simplistic data package purchase schemes. It is suggested to service providers to focus more on social media marketing and customer support services as the subscriber's recommendations to their family, friends and among their social circle significantly boost the positive attitude towards using the service. Along with this, pricing can be taken as a sensitive strategy that mobile service provider needs to analyze carefully. Overpriced service develops negative attitude to use. Similarly, dissatisfaction among users is seen when the expected benefits and services are not met with the price they pay which ultimately results in denial in using the service. For mobile phone manufacturers the qualitative information from the study suggests that quick drainage of battery and sluggish processor speed of the device restrict users to accept the 3G mobile phones and its services. Thus, manufactures must incorporate their product design criteria with sufficient battery backup, greater processor speed and smooth functioning as this has become a minimum system requirement in today's context.
